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ABSTRAK
Penelitian ini bertujuan untuk menganalisis Pengaruh Variabel Utilitarian
Value, Hedonic Value, Privacy, dan Trust Terhadap Online Purchase Intention
melalui Attitude Toward Online Purchasing Pada Steam di Surabaya. Penelitian ini
menggunakan metode kuantitatif dan data yang digunakan dalam penelitian ini adalah
data primer. Jumlah sampel yang digunakan dalam penelitian ini adalah sebanyak 160
responden dengan teknik penyampelan nonprobability sampling menggunakan
purposive sampling. Teknik analisis yang digunakan adalah analisis SEM dengan
program LISREL.
Hasil penelitin ini menunjukkan bahwa Utilitarian Value signifikan terhadap
Attitude Toward Online Purchasing, Hedonic Value signifikan terhadap Attitude
Toward Online Purchasing, Privacy signifikan terhadap Attitude Toward Online
Purchasing, Trust tidak signifikan terhadap Attitude Toward Online Purchasing,
Attitude Toward Online Purchasing signifikan terhadap Online Purchase Intention.
Kata Kunci: Utilitarian Value, Hedonic Value, Privacy, Trust, Attitude Toward
Online Purchasing, Online Purchase Intention.
xvi
THE IMPACT OF VARIABLE UTLITARIAN VALUE, HEDONIC VALUE,
PRIVACY, TRUST TO ONLINE PURCHASE INTENTION AND ATTITUDE
TOWARD ONLINE PURCHASING AT STEAM IN SURABAYA
ABSTRACT
The impact of variable Utilitarian Value, Hedonic Value, Privacy, Trust to
Online Purchase Intention And Attitude Toward Online Purchasing At Steam In
Surabaya. This research are using Quantitative Method and the data that used in this
research are a Primary Data. The amount of sample that used in this research is 160
respondents with non-probability sampling technic and purposive sampling. The
technic that the analysis used is SEM analyse with LISREL program.
The result of this research showed that Utilitarian Value is significant to
Attitude Toward Online Purchasing, Hedonic Value is significant to Attitude Toward
Online Purchasing, Privacy is significant to Attitude Toward Online Purchasing,
Trust is not significant to Attitude Toward Online Purchasing. Attitude Toward
Online Purchasing is significant to Online Purchase Intention.
Keywords: Utilitarian Value, Hedonic Value, Privacy, Trust, Attitude Toward
Online Purchasing, Online Purchase Intention
